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Overview 

• Data collection 

• Mining and deriving the “meaning” 

• Analysis and trends 

• Library challenges & Finding the opportunity 

• Marketing the opportunity. Turning marketing 
“Inside Out” 

• Transforming Lives. Job Search most 
compelling. ALA Presidential Initiative: 
“Libraries Change Lives: Promise of Libraries” 
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Why Gather Statistics 

• Numbers driven environment. 

• Fact based reporting & analysis: no anecdotal 
statements! 

• Show Value & ROI  

• Strengthen case to request funding 

• Marketing & Advocacy 

• Develop meaningful strategy matching trends 

• Comply with standards 

• Benchmarking 
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What should be measured? 

Key Performance Indicators (KPIs) based on: 

• Resources allocated especially funding 

• People 

 Customers  

 Staff 

• Products 

• Services 

• Place 
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KPIs co-related with…. 

• Operating income received : federal, state, 
municipal 

• Expenses by category : materials, personnel 

• Circulation by category and per capita 

• Staffing patterns 

• Library services : programs, attendance, 
usage, services to non-English speaking 
populations, to job-seekers 

Calculating different ratios will determine value 
and ROI, and develop strategic future plans 
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NJSL Statistics 
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NJSL Statistics: Linear Data, So what?  
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Data Spreadsheet : PCSA & Analysis 
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Analysis: Co-relation in 2 variables 
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IMLS’s Data Collection & Analysis 
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Benchmarking! 
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Evolution of Library 

Then…  

• Book & information 
repository  

• Paper 

• “Guarded” information  

• Defined hours of service  

• Customer– In-house 

• Resources– Self Contained 

 

 

CONSTANT= Civic Institution 

Now…  

• Book & information repository  

• Paper & Electronic 

• Customer – In-house and 
Remote & self publisher 

• Resources-- shared 

• Community hub  

• Collaborative space  

• Tech Center  

• Maker Space  

• Open Access  

• 24/7 services 
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Trend Analyzing Organizations 

• Global: IFLA World Library Congress 

• National: IMLS, ALA, ULC, OCLC, Pew 
Research, State Library Associations, State 
Library Development Bureaus, Census Bureau, 
State Data Centers, CIL conference  

• Local: County and Municipal Departments 

• Large Libraries: QBPL, NLB, DOK 

• Others: Small Business Administration, 
Chamber of Commerce, Bureau of Economic 
Affairs, etc. 
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OCLC’s Perception of Libraries, 2010 
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Trend Studies & Reports: ALA & Pew 
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Bhatnagar, Alka. "Web analytics for business intelligence: 

 beyond hits and sessions.   Online Nov.-Dec. 2009: 32+. Academic OneFile.. 
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Data Analytics is Future!…Nov. 21, 2013 
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http://www.imls.gov/assets/1/AssetManager/PLS2010.pdf 
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Customer Trends—It is all about them! 

• Has exponentially growing needs. Time is 
premium. Convergence “one stop” service point. 
Has abundance of choices.  

•  Present in both virtual and physical space.  

•  Demands targeted, quality resources &   
 valuable services “at their doorstep”.  

• Satisfied with--“instant gratification” + 
engagement.  

• Operates at their own terms. 
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Seattle PL applying the trend!  
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Seems Familiar? Today’s customer. 
Deploy Services to their fingertips!  
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Deploy Products Where They Are 
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Library Challenges! 

  

• Growing Demand, Shrinking Resources! 

• Shifting global socio-economic conditions 
where "average" is no longer acceptable 

• Technology Advances Exponential 

• Exponential growth of information 

• Global Communities with high expectations  

• Compete amidst changing new economies  

• Library NOT the ONLY information provider 
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Libraries competing for $$$ !!  
 

 

• Public Libraries asked to show ROI, their 
values, etc. amongst other civic 
organizations 

• But PL offer public goods which are 
difficult to value… (each product or service 
is used by several customers and mostly 
valuation/impact is not immediate), unlike 
a tangible product.  
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OCLC Report 2008 
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Build It & They will come! Not anymore! 

• 91% of Americans ages 16 and older say public 
libraries are important to their communities 

• However, just 22% say they know all or most 
of the services their libraries offer now 

• Analyze the missing link and build awareness 
 

 

“Library Services in the Digital Age” 
http://libraries.pewinternet.org/2013/01/22/library-services/ 
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Trends Affecting Libraries 

• Financial Fiasco / Job losses 

• Reduced Property Taxes 

• Reduced Resources Allocated  

 

Result = LIBRARY CLOSURES 

Action = Find opportunity = Services for Jobless 
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Marketing definition as comprehended…  

• Marketing is all activities and programs 
aimed at creating a pool of target 
potential customers for your products or 
services.  

• Customer acquisition and engagement is 
the goal. 

• This has short term and long term goals. 
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Why Market? Awareness to Funding! 
Build “library brand” awareness matching 
products and services @ library by formulating 
a strategy 

• Comprehend customer needs and “pain 
points” 

• Determine “valued products & services” 

• Communicate the “value” 

• Increase visibility and goodwill 

Result= Justifiable funding for the library 
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Marketing Process 
• Determine what organization wants to achieve 

• Gather data for fact based analysis 

• Analyze 

• Study relevant trends 

• Overlay trends with expected customer 
acquisition, engagement, and retention /outcome 

• Market Research starting with U.S. Census 

• Develop marketing strategy to get measurable 
outcomes using relevant channels 

• Constantly build awareness, trust, and goodwill. 
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U.S. Census: Community FactFinder 
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Academics Buy In Concept 
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Intersecting Disciplines: Rutgers Gets it… 
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Marketing Types: Which one? 

• Direct : examples are email, brochures, 
participation at fairs and conferences, using 
media, website, web portals, newsletter, 
annual report. 

• Indirect: examples are spokespersons and 
celebrities who have had positive user 
experiences. Word of Mouth Advertising. 
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Use All Channels to Inform 
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Marketing Partners: Indirect marketing 

• Library Association – Best Advocacy Partner 

• Library Champions 

• Community the Library Serves 

• Associations & Organizations the Library 
works with to provide services.  

– Examples: SBA, Chamber of Commerce, 
Outplacement Agencies, Financial Experts 
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Building Portals for Increasing Awareness: 
Njworks.org for job seekers 

 

38 



Transforming Lives: Job Search 
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Continued Role of Building Awareness 
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Marketing Guru Trains to Lead Tribes! 
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Overarching Marketing Strategy  

Marketing Inside Out 

• Why are Libraries Different? NOT What 
they do 

• Leaders in NJSL “Create A Movement” 

• Mobilize the “Library Tribe” 

• Fire Up Passion & Connect Passion 

• Believers Tell “Branded” Story  

Marketing Gone Viral! 
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Marketing Inside Out: “Dream, Explore, Imagine!” 
Camden County Library’s Award Winning Campaign 
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Training Librarians To “Tell Their Story” 
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NJSL Takes on Active Marketing: 
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Campaign Promoted Online! 
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Tell Your Story @ conferences 
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http://lss.njstatelib.org/lis_files/Quotable_Facts_About
_New_Jerseys_Public__Libraries_2007.pdf 
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http://njlibrarychampions.org/ 
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Passionate Champions Promoting Cause 
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Remarkable Branding Gone Global! 
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Snapshot Day In 31 States! 
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Winning ALA Marketing Award 

Statewide 2009 campaign in New Jersey to 
tell strategic stories about how libraries 
transform lives. 240 libraries across the state 
partnered in the effort, raising the awareness 
of legislators enough for them to reinstate 
library funding.  

The total cost of the campaign was $54,000, 
including three months of commercials on 
New Jersey public television at prime time. 
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Marketing: Comprehensive, Collective Initiative 
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Marketing Kits: Branded Messaging 
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Marketing Kits from OCLC & Ebsco 
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Library Value Calculator going Viral! 
http://ldb.njstatelib.org/libvaluecalc 
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National Initiative! 
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Conclusion  

 
 

We are operating in an exponentially changing 
world and will have to evolve and inform and 

constantly engage for sustenance 

AND TO 

Improve Market Share in “Information 
Industry”  

 

No substitute for  

“Being Out There In The Community”! 
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Bye: Gloom & Doom Years 

 

Welcome:  

What’s next @ Library 

 

Thank You! 
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